Dear Consumer: Shop harder 


As you know, the price of food is a matter of special concern to all consumers. As the 
President’s Consumer Adviser, & as a member of the Cost of Living Council, I share that 
concern, & I am urging shoppers to do their part to hold the line on food prices—and their 
food budgets—by shopping harder. 

Within the next few weeks you might see me in TV public-service commercials urging 
you & your neighbors: 

e To shop harder by buying the plentiful foods that come into the stores as the seasons 
progress & change; when there is a good supply of certain foods—broilers & fryers, turkeys, 
eggs, nectarines, apples, fresh vegetables—you’ll find better prices than usual; 

e To shop harder by reading & clipping the food ads in your local newspaper so you 
can plan your shopping list to include “specials” each week; 

e To shop harder by comparing prices—many supermarkets are now using unit pricing 
to help you find the best buy for your family’s needs. 

I realize that many of you already are shopping harder every week. It takes extra time, 
but saving pennies can help fight high food prices & that’s worth the time. However, as I 
know from my own experience, some reminders from time to time can be helpful. For this 
reason, I have asked associations in the retail-food industry to urge their member stores to 
use ads, signs & displays to remind you to shop harder & to highlight each week those products 
that can help you stretch your food dollars. 

Also, each issue of CONSUMER NEWS will feature shopping tips in its CN NOTEBOOK. Some 
of the tips will be mine, some will come from Agriculture Dept & some, I hope, will come from 
you. If you want to tell other readers how you shop harder, write to CN NOTEBOOK, Office of 
Consumer Affairs, Washington, DC 20506. 


Sincerely, 


CN Notebook 


Here are some more shopping tips from CONSUMER NEWS readers. If you want to advise 


other readers how to shop harder, send your suggestions to CN NOTEBOOK, Office of Consumer 
Affairs, Washington, DC 20506. 


Eve Widdows of Yonkers, NY, sent a suggestion: “Make a habit of spot checking the 
weight of purchases, especially pre-packaged commodities . . .. use a scale in the produce section 
of the store. Remember, the package should weigh more than the weight listed on the label 
since the weight” on the label should be the net weight of the commodity, not the commod- 
ity as well as the package material. 


John Gardner of Bronx, NY, says be sure you’re saving money when you use a cents- 
off coupon in making a purchase. He says, “There are several instances where using cou- 
pons is a losing proposition” because even with the coupon discount the brand that sent 
you the coupon may be higher priced than other brands of the same kind of food. 








Unit pricing makes “shopping harder” easier 

Probably the best way to shop harder is to compare prices. But that can be difficult unless 
your local grocery store provides unit price information. Because of consumer demand, more & 
more stores are using unit pricing to help you quickly compare the price differences of a variety of 
sizes of the same kind of product. If your store does not have unit pricising, ask for it. 

In most cases, you will find the unit price tag on the shelf below the corresponding product. 
The tags themselves might differ in size & shape from store to store, but the information is the same. 
There are 4 items on each tag that you should understand (see diagram below): First, there is the 
product name on the tag, such as “XYZ pear halves”. Then, there is an explanation of the size 
of the item, i.e. 29 oz. On each tag, 2 areas identify the full price of the item & the unit price of the 
item. In one Office of Consumer Affairs example below, the full price of pear halves is 47¢ for a 29- 
ounce can; the unit price is 26¢ a pound. You readily see from the other example that the other 
pear-halves product really costs less. If you do not use unit price information, you have to try to 
figure the price differences yourself—if a 29-oz. can is 47¢, then one oz. would be 1.6¢, maybe 1.7¢, 
which would make a pound cost 25¢ or 26¢ or 27¢. 


Unit pricing only tells you that one brand or one size of the same brand is cheaper than 
another when compared in pounds, quarts, 100s or square feet. Unit pricing does not tell you any- 
thing about the quality of similar products—which is stronger, weaker, thicker, thinner, creamier, 
crispier, sweeter, more efficient or more absorbant. Nor does it tell you which tastes better or 
which is the better buy for your particular needs. 

A half gallon of milk, for example, might be UNIT PRICING HELPS YOU COMPARE 


cheaper per ounce than a quart of milk when you | run Price|Unit Price 


Full Price | Unit Price 
use unit pricing. If you are not able to use the 47¢ 26¢ 51¢ 25¢ 
half gallon before it spoils, you would be shopping | 29-0z. can| per Ib. $2.25-oz. can| per Ib. 


harder by buying the smaller, comparatively more | XYZ Pear Halves ABC Pear Halves 
expensive, container. 





Consumer credit hearings: final installment 


National Commission on Consumer Finance has completed hearings into various aspects of the 
U.S. credit industry. Hearings were held in June 1970 on methods used to collect consumer 
debts, June 1971 on effectiveness of Federal and state consumer protection laws, and May 22- 
23 of this year on problems encountered by women in establishing & maintaining credit. 

The Commission was created by the Consumer Credit Protection Act of 1968 to determine 
(1) whether existing arrangements have been providing adequate consumer credit at reasonable 
rates, (2) whether the public has been receiving adequate protection from unfair credit prac- 
tices, & (3) whether government action such as Federal chartering of consumer finance 
companies is necessary. On the basis of information from the hearings and from studies under- 
taken by the commission, a final report will be submitted to the President & to Congress at 
the end of 1972. The report was originally scheduled for July 1, but Congress in June grant- 
ed the commission a 6-month extension. 

At the hearings in May, the commission heard testimony that many women have difficulty 
in obtaining credit even though they may have a steady & adequate income. Sometimes a 
single woman with a credit rating, it was alleged, cannot maintain the rating in her own name 
once she is married, but must keep her accounts in her husband’s name. In other instances a 
wife’s income may not be counted when a couple applies for a moctgnen, even though she is 
not expecting to interrupt her income by having a child. 

Testimony from representatives of several retail & financial companies indicated that the 
policy of their institutions is to determine creditworthiness solely on the basis of financial sta- 
bility. But Ruth Holstein, Public Information Officer for the commission, told CONSUMER NEWS 
the hearings had presented strong evidence that, in practice, creditworthy women often suffer 
discrimination. “Policy as determined at the executive level may not always be put into prac- 
tice by individual loan officers,” she said. She pointed out that some witnesses had suggested 
the best way to handle credit discrimination is to “go to the top”’—complain to top-level officials 
of the lending institution who can ensure that fair credit policies are carried out at all levels. 
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New flammable-fabric standard for children’s sleepwear 


The strictest standard in the world to protect children from burning sleepwear went into effect 
July 29. The mandatory standard, issued by the Commerce Dept., requires that all children’s 
pajamas, nightgowns & robes in sizes 0 through 6X either pass a strict flame test or be perma- 
nently & conspicuously labelled “flammable.” 

Commerce’s National Bureau of Standards, which did the technical work on which the standard 
is based, found that more than 1 out of 9 clothing-fire accidents involves preschool children in sleep- 
wear. The new standard is intended to protect younger children & to reduce the toll of deaths & 
injuries. 

All sleepwear, sizes 0 through 6X, manufactured after July 29, 1972, must pass the specified 
flame test or be labelled. One year from July 29, the labelling provision will expire & all sleepwear 
will have to pass the test or be removed from the market. However, sleepwear manufactured 
before July 29, 1972, may still be in the stores &, therefore, probably has not been tested nor 
labelled. To inform consumers, some stores are voluntarily putting labels on pre-July 29 sleepwear 
to indicate that it does indeed pass the flame test & is not flammable. So, for awhile you should 
look for either the voluntary “nonflammable” label or the required “flammable” label. 


NBS is also working on a standard for older children’s sleepwear, sizes 7 through 14. 


Hearings smoke out fire hazards 


National Commission on Fire Prevention & Control held its 3rd series of public hearings June 
27-30 Los Angeles & San Francisco. Witnesses testified on fire hazards that arise in office buildings, 
nursing homes & residences, including mobile homes. Further hearings are scheduled for Oct. 3-5 
in Chicago on the need for improved fire prevention programs throughout the country. 

The commission, which will submit a final report to the President & to Congress in July 1973, 
has released a fact sheet on the nation’s fire crisis. Some of its findings include: 

e The 25,000 or more professional & volunteer fire departments in the U.S. employ different 
training techniques, use a variety of equipment &, in most cases, fight fires with the same techniques 
that were used 20, 30 & even 40 years ago. Communication is lacking between fire departments & 
manufacturers to develop new methods & equipment for fire fighting. 

e High-rise buildings can be fire traps because smoke & toxic gases can circulate rapidly 
through the building, endangering occupants who cannot open windows or readily leave the build- 
ing because of its height. Many fire departments in rural areas are unable to cope with fires in 
new apartment & office buildings. 

e Electronic touch-type call buttons on elevators can be activated by fire, calling the elevator 
to the floor with the fire. Elevator-door closing devices that use a light beam can malfunction in 
dense smoke, trapping people in the elevator. 

e Railroads may transport highly deadly chemicals through a community without the knowl- 
edge of the fire department. In case of a railroad accident, firemen may not know the exact nature of 
the fire or how to fight it. A 55% increase in transportation of hazardous materials has been pre- 
dicted for the next 10 years by Transportation Dept. 

For more information on the fire problem nationwide, write to National Commission on Fire 
Prevention & Control, 1730 K St. NW, Washington, DC 2006. 


New Federal publications 

Home Canning of Fruits & Vegetables, published by Agriculture Dept.; 20¢; available from Supt. 
of Documents, Government Printing Office, Washington, DC 20402; stock no. 0100-1595. 

Home Canning of Meal & Poultry, published by Agriculture Dept.; 15¢; available from Supt. of 
Documents, Government Printing Office, Washington, DC 20402; stock no. 0100-1538. 

The House Fly—How To Control It, published by Agriculture Dept.; 10¢; available from Supt. of 
Documents, Government Printing Office, Washington, DC 20402; stock no. 0100-1508. 


Skipper’s Course (home study text in boating safety), published by Coast Guard; $1; available 
from Supt. of Documents, Government Printing Office, Washington, DC 20402. 
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Agency sounds off on hearing aid claims 


Federal Trade Commission has ordered 12 makers & advertisers of hearing aids to provide 
documentations for certain advertising claims by late Sept. FTC issued the ad substantiation orders 
as a means of getting information for its continuing program to determine what substantiation 
exists to support major advertising claims. 


The orders involve the following firms & products: 

e Audivox Inc.—Audivox Avanti Hearing Aid, Audivox Hearing Aid 

e Belton Electronics Corp.—Largo Hearing Aid, Vivo Hearing Aid, Rondo hearing-aid 
glasses, Belton hearing glasses, Normear Belton hearing aid 

e Dahlberg Electronics Inc.—Dahlberg Hearing Aids, Dahlberg Hearing Aid Glasses, Dahl- 
berg Touche Hearing Aid Glasses, Dahlberg Miracles Ear Hearing Aid 

e Electone Inc—Electone Hearing Aid 

e Maico Hearing Instruments—Maico Selectronic 111 Hearing Aid, Maico Hearing Aid, Mark 
100, Maico Hearing Aids 

e Otarion ‘Electronics Inc—Otarion The Listener an Eyeglass Hearing Aid, Otarion all-in-the 
ear aids 2 if 

e Oticon Corp.—Oticon Model 591 Hearing Aid, Oticon Hearing Spectacles, Oticon Pocket 
Aid, Oticon Hearing Aids 

e Qualiton (division of Seeburg Corp.)—Qualiton Hearing Aid, Qualiton Discreet Hearing 
Aid Glasses, Qualiton, Everlife hearing aid batteries, Qualiton Hidden Ear 111 Hearing Aid 

e Radioear Corp. (subsidiary of Esterline Corp.) —890 Hearing Glasses, Radioear 930, 990, 
940, 1000, 931 & 892 Hearing Aid 

e Sonotone Corp.—Sonotone 670 Series hearing aids, Sonotone Model 45 hearing aid, Sono- 
tone Binaural Method of Balanced Hearing with Sonotone Hearing Aids, Sonotone Sonette Hear- 
ing Aid, Sonotone Hearing Aid Model 77-S, Sonotone Model 72 Hearing Aid, Sontone Wisp 58 
Hearing Aid 

e Vicon Instrument Co.—Vicon Hearing Aids, Vicon T-28 Hearing Glasses, Vicon Stereo- 
phonic S-2 Hearing Aid, Vicon OE-85 Hearing Aid, Vicon M-8 Hearing Aid, Vicon MetriPhonic 
Hearing Aids, Vicon Cambridge Hearing Aid, Vicon Cambridge Confidant Hearing Glasses 


e Widex Hearing Aid Co.—Widex Baritone 55 Hearing Aid, Widex Elite Slenderline Eye- 
glass Hearing Aid. 
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